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PART I: What Can we Learn?  Highlights of Statistical Considerations

Why do people give?

· Primary Motivations

· Feeling compassion towards people in need (89%)
· Helping a cause in which someone personally believes (86 %)
· To make a contribution to the community (79%)
· Personally affected by the cause the organization supports (63%)
· Secondary Motivations

· To fulfill religious obligations or beliefs (38% in 2000 and 32% in 2004, holding steady at 32% for 2007)
· Income tax credit (20%)
Why don’t people give more?
· Could not afford to give more (72%)
· Happy with what was already given (64%)

· Gave money directly to people (37%)

· Did not like the way in which requests were made (34%)

· Amongst Religious Donors (43.6%)

· Amongst “Anglicans” (52.6%) [Strong statistical difference]
· Gave voluntary time instead of money (31%)

· Did not think money would be used efficiently (30%)

· Amongst Religious Donors (40%)

· No one asked (23%)

· Did not know where to make a contribution (11%)

· Hard to find a cause worth supporting (9%)

What specifically don’t people like about the way a charitable request is made?
· Tone of the request (46%)

· Frequency or volume of requests (30%)
· Multiple requests from one organization (19%)

PART II:  What Can we Do?
General Recommendations from the Canadian Centre for Philanthropy:
· All those in a position to ask for donations must take care in developing the content of their requests;
· Tailor requests to meet the needs of different audiences - those who are being asked for support for the first time may need different information than those who are being asked for continued support;
· If requests are not made appropriately, donors can become turned off and choose to not donate or not donate more;
· On donor demand for accountability – organizations should examine how they communicate what past donations have accomplished and how new donations will be used.
· Look for every possible opportunity to engage in donor stewardship activities, which is to actively thank people for their gifts on a regular basis – Ask/Thank/Tell.
Considerations for Churches Specifically
· Establish a liturgically appropriate and ministry-driven calendar or plan for financial appeals – helps account for frequency/volume;
· Identify the different audiences within your particular Church and consider what component pieces of the Church’s message can be most appropriately tailored to meet the information needs of each audience – helps account for tone/content;

· Understand the broader social impact of “gospel economics” and holistic stewardship education in a religious setting – i.e. growing a culture of generosity, not a culture of competition;

· Consider phrasing all financial asks and appeals unequivocally within the context of the Church’s mission statement;

· Consider the need for shared leadership (clergy and lay) in the articulation of financial appeals – balances tension between the spiritual and temporal in terms of tone & content.  Includes considerations such as who signs letters and the inclusion of testimonials;

· Consider the risks associated with improvised financial appeals and the benefits of putting asks in writing with thoughtful, well-planned key messages;
· Consider the impact of old habits and ways of doing things (i.e. guilt or pressure-based asks) on newcomers and young people.
� National Study on Giving, Volunteering & Participating (NSGVP) 2000, 2004, 2007 (Imagine Canada/Canadian Centre for Philanthropy & The Giving & Contributing Behaviours of Anglicans, 2000 (Dr. Paul Reed)





